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IN THE UNITED STATES PA TENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TR IAL AND APPEAL BOARD  

 
__________________________________________ 
       ) 
In re Registration No. 3,904,929   ) 
       ) 
SHELTERED WINGS, INC.    ) 
       )  Cancellation No. 92054629 
  Petitioner,    ) 
       )  
 v.      )  
       ) 
WOHALI OUTDOORS, LLC   ) 
       ) 
  Respondent.    ) 
__________________________________________) 
 
 

DECLARATION OF DANIEL C. HAMILTON  
 

I, Daniel C. Hamilton, declare as follows: 

1. I am the President and founder of petitioner, Sheltered Wings, Inc., and submit 

this declaration in support of petitioner’s opposition to Wohali Outdoors, LLC’s motion for 

summary judgment.  I oversee all the operations of Sheltered Wings, Inc., including the Eagle 

Optics division of the company, and have primary responsibility for managing the company’s 

branding and trademarks.  I have personal knowledge of the facts in this declaration and, if called 

upon, I could and would testify to these facts. 

History of the Eagle Optics Company 

2. In October 1986, I opened a Wild Birds Unlimited franchise store in Madison, 

Wisconsin, with my wife, where we provided products and services, including optics, such as 

binoculars, to consumers interested in birds and bird watching.  We decided to start a separate 

business selling optics and in 1987 founded the Eagle Optics company.   

3. At first, Eagle Optics was operated as a retail store and mail order business out of 
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our Wild Birds Unlimited franchise store.  Initially, we sold other parties’ optics, including 

binoculars, spotting scopes, and telescopes from manufacturers such as Nikon, Swarovski, 

Bushnell, and Zeiss.   

4. We first began advertising our Eagle Optics company sometime in 1988.   

5. In 1989, we formed the corporation, Sheltered Wings, Inc., as the legal entity for 

our Eagle Optics business and created the EAGLE OPTICS logo that we still use today. 

6. As we gained more experience and success, we expanded the Eagle Optics 

company, both in terms of size as well as product offerings and scope.  By 1994, we began co-

branding optics products, such as binoculars, with other optics companies.  For example, the 

PENTAX/EAGLE 8x24 DCF binocular was one of our early co-branded products. 

7. In 1996, we introduced our own EAGLE OPTICS branded optics products.  Our 

first EAGLE OPTICS branded binocular was our EAGLE OPTICS RANGER binocular.  Over 

the years, our EAGLE OPTICS line of optics products grew to include binoculars, spotting 

scopes, and telescopes.  

8. In 1996, we also purchased the domain name, www.eagleoptics.com, and created 

an informational website to provide information about and promote our Eagle Optics company 

and EAGLE OPTICS branded products. 

9. In 1997, we opened a facility in Middleton, Wisconsin to house our growing 

optics retail, mail order, catalog, and Internet business in a separate location from our Wild Birds 

Unlimited store. 

10.  In 1998, we entered the e-commerce retail market and began to sell products 

through our website at www.eagleoptics.com, in addition to sales through our Eagle Optics 

company retail store. 
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11. In the early 2000s, we also started Eagle Optics’ sister company, Vortex Optics, 

which manufactures and sells optics under the VORTEX brand.  

12. In March of 2007, we sold our Wild Birds Unlimited franchise store to focus on 

the Eagle Optics and Vortex Optics companies.  

13. Over the past 25 years, since its inception in the back of our Wild Birds Unlimited 

franchise store, the Eagle Optics company and the EAGLE OPTICS brand for optics has grown 

into a multi-million dollar company and well known optics brand.  We continue to invest in, and 

grow, our Eagle Optics company and our EAGLE OPTICS branded optics products.   

Eagle Optics’ Trademarks and the EAGLE OPTICS Brand 

14. Since the company was founded, Eagle Optics has continuously used the term 

EAGLE in its trademarks for its optics products. Sheltered Wings (d/b/a Eagle Optics) is the 

owner of the following United States trademark registrations for its trademarks including the 

term EAGLE: 

Mark/Reg. No. 
 

Application and 
Registration Dates 

Goods and Services 

GOLDEN EAGLE 
Reg. No. 3,787,739 

App:  Dec. 8, 2006 
 
Reg:  May 11, 2010 
 

Class 9: Binoculars 
 

EAGLE OPTICS 
Reg. No. 2,886,199 
 

App:  Oct. 5, 2000 
 
Reg:  Sep. 21, 2004 
 

Class 9:  Binoculars, spotting 
scopes, and telescopes, all for 
use in bird watching, and 
storage cases therefore 
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Mark/Reg. No. 
 

Application and 
Registration Dates 

Goods and Services 

 
Reg. No. 3,192,083 
 

App:  Aug. 24, 2005 
 
Reg:  Jan. 2, 2007 

Class 9:  Binoculars, spotting 
scopes, telescopes, and storage 
cases therefore, all for use in 
birdwatching 
 
Class 35:  Retail store, mail 
order and online retail store 
services featuring binoculars, 
spotting scopes, telescopes, and 
storage cases therefore, all for 
use in birdwatching 

 
15. Eagle Optics has been using the mark EAGLE OPTICS for retail services in the 

optics field since at least as early as 1987, and has been using the logo in trademark Registration 

Number 3,192,083 since 1989.   

16. Since 1989, Eagle Optics has published catalogs containing the products it sells.  

Generally speaking, our catalogs are published yearly.  We distribute our catalogs nationally, 

upon request.  Some examples of our catalogs are attached.  Exhibits 1-5 are catalogs from 

1992-1996, and Exhibits 6 through 11 are catalogs from 2006-2011.   

17. Eagle Optics has been selling EAGLE OPTICS branded binoculars and spotting 

scopes continuously since at least as early as 1996.  The catalogs referred to above and the 

product offerings on our website at www.eagleoptics.com, (see, e.g., Exhibit 12, showing the 

current line of EAGLE OPTICS binoculars), demonstrate representative uses of the EAGLE 

OPTICS marks on such products.  

18. The GOLDEN EAGLE binoculars were introduced in the line of EAGLE 

OPTICS branded binoculars in 2010, and have been sold continuously since then.   

The 2003 Consent Agreement Between Eagle Optics and Nikon 

19. One of our first trademark applications was an application Serial Number 
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78/029,311 to register the mark EAGLE OPTICS, which was filed on October 5, 2000. 

20. During the prosecution of our trademark application for the mark EAGLE 

OPTICS, which ultimately issued as Registration Number 2,886,199, registration of our mark 

was refused over Trademark Registration Number 2,084,361 for EAGLEVIEW for binoculars, 

owned by Nikon Corporation.    

21. Nikon’s application for registration of EAGLEVIEW was an intent-to-use 

application filed on November 28, 1994; its registration issued on July 29, 1997.   

22. On about November 1, 2002, Eagle Optics, through our prior trademark counsel, 

filed a Petition for Cancellation of Nikon’s ‘199 Registration for EAGLEVIEW on the basis that 

our use of EAGLE OPTICS was prior to Nikon’s use of EAGLEVIEW.  A true and correct copy 

of the Petition filed in Cancellation No. 92041239 is attached as Exhibit 13.   

23. In response to our Petition, Nikon’s counsel informed us that we had filed our 

Petition for Cancellation after the five-year statute of limitations for seeking cancellation of a 

similar mark, but agreed that it would consent to our registration of EAGLE OPTICS if we paid 

for Nikon’s reasonable costs and expenses in connection with the matter.    

24. At the time, this seemed like a reasonable resolution of the matter.  By the end of 

2002, Nikon’s EAGLEVIEW mark and our EAGLE OPTICS mark had been co-existing in the 

market place for at least six years.  Nikon’s first use of the term was on November 30, 1996, as 

identified in the USPTO records.  Eagle Optics had been an authorized dealer of Nikon products 

since about 1988, and by the end of 2002, had been an authorized dealer for almost 15 years.   

25. As far as I am aware, Nikon has always used its EAGLEVIEW mark as part of a 

model name for a binocular, namely the Nikon “EAGLEVIEW ZOOM.”  Attached as Exhibit 

14 is a true and correct copy of a webpage printed from Nikon’s website on August 22, 2012, 
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showing Nikon’s use of EAGLEVIEW ZOOM in connection with a binocular.   

26. Ultimately, we entered into a consent agreement with Nikon Corporation, which 

was signed in 2003.  Attached as Exhibit 15 is a true and correct copy of this agreement.   

27. Now, 10 years later, Eagle Optics is still an authorized dealer of Nikon products.  

And I am still not aware of any confusion occurring as a result of Nikon’s use of EAGLEVIEW 

ZOOM, and our use of EAGLE OPTICS. 

The Notoriety of Eagle Optics and the EAGLE OPTICS Brand 

28. The Eagle Optics company started small, but has grown immensely, and is now is 

a very significant, and well-known company and brand in the optics industry.   Eagle Optics 

serves a broad range of customers, but its target customers are outdoor enthusiasts, including, but 

not limited to, birdwatchers and hunters.   

29. Eagle Optics sells its EAGLE OPTICS branded optics products through: (1) the 

Eagle Optics retail store in Middleton, Wisconsin; (2) the EAGLE OPTICS website at 

www.eagleoptics.com; (3) the Wild Birds Unlimited franchise system; as well as (4) many other 

retailers, both Internet retailers and physical stores. 

30. By about the year 2000, EAGLE OPTICS products had become the primary in-

store optics brand for the Wild Birds Unlimited franchise system.  Currently, Wild Birds 

Unlimited has approximately 220 franchise stores that sell EAGLE OPTICS branded products. 

In many cases, the optics carried by Wild Birds Unlimited stores are exclusively EAGLE 

OPTICS products.      

31. Starting about ten years ago, Eagle Optics branded products have also been sold 

by additional independent retailers including:  B&H Photo, Optics Planet, Binoculars.com, Gold 

Crest Distribution, Aveoptica Mexico, Eagle Optics Canada, Birdwatching.com, 
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Optics4Birding.com, and Online Nature Mall.   

32. Because of Eagle Optics’ success, the company has been the subject of numerous 

articles in trade publications, both in feature articles and in favorable product reviews of products 

by industry leaders.   

33. Our EAGLE OPTICS company and brand was featured in an article in the 

February 2005 issue of Birding Business, (attached as Exhibit 16), as well as in a feature article 

published in the Wisconsin State Journal in October 2007, (attached as Exhibit 17).   

34. EAGLE OPTICS products are also regularly included among other well-known 

optics brands in third-party product reviews.  For example, in 2007 and again in 2012, Bird 

Watchers Digest, the most prominent publication in the field of bird watching, conducted a 

comprehensive review of midpriced binoculars from the major optics companies.  A copy of the 

2007 review is attached as Exhibit 18, and a copy of the 2012 review is attached as Exhibit 19.  

The EAGLE OPTICS RANGER binocular scored near the top of both review, among industry 

leaders such as Leica, Pentax, Leupold, and Eagle Optics’ sister company, Vortex Optics. An 

EAGLE OPTICS binocular was also “singled out” for an individual review both times.  

35. The Cornell Lab of Ornithology, a nonprofit organization and unit of Cornell 

University, has also published positive reviews of EAGLE OPTICS binoculars.  For example, 

EAGLE OPTICS products received favorable reviews in the Winter 2005 issue of their Living 

Bird publication (Exhibit 20), which is their most recent comprehensive binocular review, as 

well as a 1999 review from the Cornell Lab of Ornithology (Exhibit 21).  The EAGLE OPTICS 

Ranger also appeared in the January/February 2007 issue of WildBird (Exhibit 22).  
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36. We have also successfully enforced our EAGLE OPTICS trademarks against 

infringing third parties:  

• In the fall of 2004, through counsel, we contacted Bass Pro who was selling a 
binocular called the EAGLE EYE under its house brand REDHEAD.  After our 
contact, Bass Pro stopped selling these binoculars. 

• On April 25, 2005, through counsel, we sent a cease and desist letter to Coin 
Crafters and Engravers of Pagosa Springs, CO that registered the domain name 
www.eagleopticsusa.com to promote the sale of various goods and services. 
Exhibit 23 is a copy of this letter.  Coin Crafters and Engravers subsequently 
stopped using the domain name, and Eagle Optics now owns it. 

• On December 5, 2006, through counsel, we sent a cease and desist letter to 
SafeTGard Sport Optics of Lakewood, CO (now Swift Optics), that introduced a 
line of binoculars under the EAGLE SERIES mark.  Exhibit 24 is a copy of the 
letter, and Exhibit 25 is a copy of the advertisement published in December2006 
(from a January/February 2007 issue of WildBird magazine) showing Swift’s use 
of EAGLE SERIES.  In response, Swift changed the product line to the “SWIFT 
EAGLET SERIES.” 

• On September 5, 2008, through counsel, we sent a cease and desist letter to Mr. 
Istvan Kovary of Glendale, Arizona, formerly doing business as Eagle Eye Optics 
Company.  The letter, which is attached at Exhibit 26, objected to: (i) his use of 
the mark EAGLE EYE OPTICS COMPANY for binoculars and riflescopes; and 
(ii) his application to register EAGLE EYE OPTICS COMPANY for binoculars, 
riflescopes, and spotting scopes (U.S. serial number 77/248,564).  Shortly after 
receiving this letter, Mr. Kovary called our attorneys and agreed to abandon his 
pending application, which was also refused by the USPTO in view of our 
EAGLE OPTICS mark.  Mr. Kovary also agreed to dispose of all remaining 
inventory within 6 months.   

• On May 26, 2009, through counsel, we sent a cease and desist letter to Mike and 
Kathy Webb of Alexandria, Indiana, who were using the term EAGLE VISION 
for binocular retailing services from a website at 
www.eaglevisionbinoculars.com.  Exhibit 27 is a copy of the letter.  Mike and 
Kathy Webb replied by email on June 17, 2009 that they would be shutting down 
their website by July 1, 2009. See Exhibit 28. The website is no longer there.   

• In 2010, we learned that QualityRifleScopes.com appeared to be selling Mr. 
Kovary’s “IJK/EAGLE EYE OPTICS” riflescopes.  Through counsel, we sent a 
cease and desist letter to Quality Rifle Scopes, which letter is attached as Exhibit 
29.  Although no written response to this letter was received, it appears that the 
infringer has stopped using EAGLE EYE OPTICS in connection with its scopes. 
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Binoculars Binoculars Binocular Accessories Theater Glasses

All Products View: list | grid  

 

 
Shopping Cart (0 items)  

Products•
Education•
Customer Service•

Products > Binoculars > Eagle Optics

Search Results 

Search  
Sort By

Best Selling

Customer Rating

Price

Name

Staff Picks

All Staff Picks

Birding

Close Focus

Customer 

Favorites

Hunting

Eagle Optics Ranger 8x42 Binocular

This Ranger's got dielectric prism coatings! 

List Price: $399.00
Our Price: $299.99

(181 Reviews)

Add to Cart

Eagle Optics Denali 8x42 Roof Prism Binocular

A rugged binocular with a wide field of view.

List Price: $229.00
Our Price: $179.99

(60 Reviews)

Add to Cart

Eagle Optics Ranger 10x42 Binocular

This Ranger's got dielectric prism coatings! 

List Price: $409.00
Our Price: $309.99

(82 Reviews)

Add to Cart

Eagle Optics Ranger SRT 6x32 Binocular

The ultimate in close focus binoculars.
List Price: $349.95

Sale Price: $179.99

Page 1 of 3All Eagle Optics Binoculars Sorted by Best Selling from Eagle Optics

8/21/2012http://www.eagleoptics.com/binoculars/eagle-optics?browse_view=list&per_page=96



Show More Staff 

Picks

Specials

All Products 

(25)

Hot Deals (1)

Magnification

All 

Magnifications

7.5x or Lower

8.0x to 9.0x

9.5x to 10.5x

Eye Glass Wearer?

Yes

No

Waterproof?

Any

Yes

Size

All Sizes

Compact

Full Size

Prices

All Prices

$0 - $200

$200 - $400

$400 - $800

Brands

All Brands

Eagle Optics

(20 Reviews)

Add to CartEagle Optics Ranger ED 8x42 Binocular

You need to see the Ranger ED! 

List Price: $569.00
Our Price: $469.99

(24 Reviews)

Add to Cart

Eagle Optics Ranger 8x32 Binocular

This Ranger's got dielectric prism coatings! 

List Price: $389.00
Our Price: $289.99

(17 Reviews)

Add to Cart

Eagle Optics Shrike 8x42 Binocular

Be on the lookout with the Shrike! 

List Price: $149.00
Our Price: $99.99

(12 Reviews)

- Out of Stock -

Eagle Optics Ranger ED 10x42 Binocular

You need to see the Ranger ED!

List Price: $579.00
Our Price: $479.99

(7 Reviews)

Add to Cart

Eagle Optics Kingbird 8.5x32 Binocular
The Kingbird is King! 

List Price: $169.00
Our Price: $129.99

(4 Reviews)

Add to Cart

Eagle Optics Kingbird 6.5x32 Binocular

Check out the Kingbird! 

List Price: $159.00
Our Price: $119.99

(8 Reviews)

Add to Cart

Eagle Optics Ranger 10x50 Binocular

This Ranger's got dielectric prism coatings! 

List Price: $429.00
Our Price: $329.99

(22 Reviews)

Add to Cart

Eagle Optics Triumph 10x25 Roof Prism Binocular

A compact 10x bino perfect for travelers.

List Price: $129.95
Our Price: $99.99

(4 Reviews)

Add to Cart

Eagle Optics Energy Sun 8x21 Binocular (Yellow)

Carry the compact Sun bino everywhere you go!

List Price: $69.00
Our Price: $49.99

(4 Reviews)

Add to Cart

Eagle Optics Denali 10x42 Roof Prism Binocular

Strong, 10x magnification in a rugged, sleek body.

List Price: $239.00
Our Price: $189.99

(12 Reviews)

Add to Cart

Eagle Optics Shrike 10x42 Binocular

The Shrike will keep you on the lookout! 
List Price: $159.00

Our Price: $109.99
(2 Reviews)

Page 2 of 3All Eagle Optics Binoculars Sorted by Best Selling from Eagle Optics

8/21/2012http://www.eagleoptics.com/binoculars/eagle-optics?browse_view=list&per_page=96



96 items per pageDisplaying all 25 Items

© 2012 Eagle Optics | 
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2120 W. Greenview 
Dr. •  Middleton, WI 
53562 
 
 

Add to Cart
Eagle Optics Energy Moon 8x21 Binocular (Blue)

Carry the lightweight Moon bino everywhere you go!

List Price: $69.00
Our Price: $49.99

(2 Reviews)

Add to Cart

Eagle Optics Golden Eagle HD 8x42 Binocular

Check it out!

List Price: $689.00
Our Price: $589.99

Not Rated - Write a Review

Add to Cart

Eagle Optics Energy Star 8x21 Binocular (Silver)

Carry the lightweight Star bino everywhere you go!

List Price: $69.00
Our Price: $49.99

Not Rated - Write a Review

Add to Cart

Eagle Optics Triumph 8x42 Binocular

The Triumph 8x42 is a sharp, bright porro.

List Price: $109.00
Our Price: $79.99

(2 Reviews)

Add to Cart

Eagle Optics Golden Eagle HD 10x42 Binocular

Check it out!

List Price: $699.00
Our Price: $599.99

(1 Reviews)

Add to Cart

Eagle Optics Beginning Birder Kit for Adults
Get into birding with this beginning birder kit!

List Price: $254.85
Our Price: $199.99

(1 Reviews)

Add to Cart

Eagle Optics Ranger ED 8x32 Binocular

Check it out!

List Price: $539.00
Our Price: $439.99

(1 Reviews)

Add to Cart

Eagle Optics Beginning Birder Kit for Youth

Start your birding off right!

List Price: $234.85
Our Price: $139.99

Not Rated - Write a Review

Add to Cart

Eagle Optics Kingbird 6.5x32 Young Naturalist Kit

Sure to inspire!

List Price: $174.90
Our Price: $129.99

Not Rated - Write a Review

Add to Cart

Eagle Optics Ranger ED 10x32 Binocular

Check it out!

List Price: $549.00
Our Price: $449.99

Not Rated - Write a Review

Add to Cart

Page 3 of 3All Eagle Optics Binoculars Sorted by Best Selling from Eagle Optics

8/21/2012http://www.eagleoptics.com/binoculars/eagle-optics?browse_view=list&per_page=96
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Products & Support Sport Optics Lineup Binoculars Compact EAGLEVIEW ZOOM

EAGLEVI EW  ZOOM

 

EAGLEVIEW ZOOM 8-24x25 CF (Photo:Silver)

Application Icons•

Key Features

Unique zoom lever designed for extra-smooth 8-24x zooming•
Turn-and-slide rubber eyecups for easy positioning of eyes at the correct eyepoint•
Multilayer-coated lenses for bright images•
Carbon fibre material in parts of the grip enhance durability•
Designed for comfortable fit and easy handling•
Compact and lightweight•
Parts contain eco-friendly materials•
Available in two body colours (silver/black)•

Brochure Download•

Page 1 of 2Nikon | Sport Optics | EAGLEVIEW ZOOM

8/22/2012http://www.nikon.com/products/sportoptics/lineup/binoculars/compact/eagle_x25/index.htm



© 2011 Nikon Vision Co., Ltd.

Page 2 of 2Nikon | Sport Optics | EAGLEVIEW ZOOM

8/22/2012http://www.nikon.com/products/sportoptics/lineup/binoculars/compact/eagle_x25/index.htm
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employe e

 Denis e

Baier

 is handlin g

telephon e

 order s

atArnericanGirli n
Middteto n

 for the

secon d

 year in a

row ,

 workin g fro m

Octobe r

 throug h

ianuary .

CRAIG

 SCHREINER - State Journal

America n

 Gir l dolls , books , clothin g and accessorie s

are

 the foca l poin t of th e Middleto n company' s cal l

center ,

 providin g employee s wit h easy access to the

merchandis e

 in case customer s have question s as

they

 order .
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Associated

 Press

ECONOMIC

 SNAPSHOT

Comparin g

 downtowns : resident s

According

 to the UW-Extension's market analysis, Downtown Madison

leads

 its five "comparison city" downtowns in number of housing

units.

 Most of Downtown Madison's units are rentals, reflecting fts

large

 student population. However, condo dwellers have increased

and

 are creating demand for neighborhood-serving businesses.

Housin g

 unit s in 1-mil e downtow n rin g

B

 Rent  Own u Vacant

111,883
11,798

Madison
Ann

 Arbor, Mich.

Austin,

 Tex. 5

Boise,

 Idaho EL^_".LM i 5,695

Boulder,

 Colo, n — — 11,098

Lincoln,

 Neb. CZTZZl-i irrw  8,587

SOURCES:

 ESRI Business Information Systems (ESRI BIS), U.S. Census (2000)

Note:

 1-mile ring

differs

 slightly

from

 the

Downtown
Madison

 Study

Area

 as defined in

the

 UW-Extension

Market

 Analysis.

The

 full study can be viewed at*

http^A/vww.uwex.edu/ces/cced/downtowns/Madison/MadisonDowntown.cfm

Part

 2 of this month's series

examining

 Madison's Downtown

business

 mix

Next

 week : Employee s

QUESTIONS:

 Contact Matt Kures or Bill

Ryan,

 Center for Community & Economic

Development

 University of Wisconsin-

Extension

 a t ccedOuwex.edu.

Economic

 Snapshot is a weekly feature provided by the

Extension

JOSEPH

 W. JACKSON 111 — State Journal

Margi e

 and Dan Hamilto n opene d the firs t Wild Bird s Unlimite d

stor e

 in Wisconsi n in 1986. The coupl e sol d thei r Madiso n stor e

earlie r

 thi s year to focu s mor e on thei r tw o othe r companies ,

Vorte x

 Optic s and Eagle Optic s in Middleton .

Keeping
die

 outdoors

in

 their  sights

EXECUTIVE
By

 BARRY ADAMS

badams@madison.com
608-252-6148

MIDDLETON

 — It has been more

than

 20 years since a dentist and nurse

pulled

 up stakes in Indiana and moved

to

 Madison to open a bird store.

The

 change in states and careers

has

 paid off well for Dan and Margie

Hamilton.
The

 couple opened one of the first

Wild

 Birds Unlimited stores in the

country

 on Odana Road in 1986 and

also

 started Eagle Optics, which sells

various

 brands of binoculars and optic

products,

 primarily for bird watchers.

The

 company started out as mail-order

retailer

 before going to the Internet and,

in

 1997, moving to an industrial park in

MiddletorL

 One of its biggest custom-

ers

 is Wild Birds Unlimited, which has

more

 than 300 stores in the United

States

 and Canada.

In

 2000, the Hamiltons started design-

ing

 and selling their own optics under the

Vortex

 brand Last month, one of their

binoculars—the

 Vortex Viper 10x42 mm

—was

 named the Gear of the Year in

optics

 by Field & Stream magazine.

'It

 really has helped get our brand

recognition

 out there. Irs really been good

for

 the name. It gets new dealers and

helps

 our dealers sell more product," Dan

Hamilton

 said "We're going to try and

take

 advantage of that award"

The

 couple sold their Wild Birds

Unlimited

 store in March so they could focus more on Vortex

and

 Eagle optics.

Q:

 How did you make the move from dentistry to owning a

retail

 store devoted to wild birds and then to designing optics?

Please

 see HAMILTONS, Page B2

American

 toys

having

 their

day

 in the sun

DAN

 and

MARGIE
HAMILTON
Co-owners

 of

Vortex

 Optic s and

Eagle

 Optics, 2120

W.

 Greenview Drive,

Middleton

Education:

 Dan is a

graduate

 of the Indi-

ana

 University School

of

 Dentistry. Margie

is

 a graduate of the

Indiana

 University

School

 of Nursing.

Employees:

 35

Revenues:
$12

 million

Distribution:

 More

than

 500 dealers in 15

countries

 including in

parts

 of Europe, Cana-

da,

 Mexico, South

Africa

 and Australia.

Web

 sites: www.

vortexoptics.com

 and

www.

 eagleoptics. com

By

 RACHEL KONRAD

Associated

 Press

Deborah

 Evanoff thought

she

 had traded her frantic

Silicon

 Valley career for a la-

zier

 pace when she took over

the

 low-tech toy company her

parents

 founded in the late

1960s.
Instead,

 she's expanding

Arrowcopter's

 manufactur-

ing

 operations and getting

a

 record number of orders

from

 retailers in 11 countries.

More

 people are buying the

slingshot-like

 gizmo, which

starts

 at $4 and is made in the

United

 States. Her company is

in

 Hollister, Calif.

As

 consumers look for alter-

natives

 to Chinese-made toys

following

 a series of recalls

this

 year, dozens of small toy

companies

 are struggling to

meet

 surging demand. Some

owners

 report online sales

up

 as much as fivefold from

last

 year. They're hiring extra

workers,

 expanding ware-

houses

 and adding extra as-

sembly

 shifts.

"Every

 time there'd be a

new

 recall this summer, we'd

get

 a huge new order," Evanoff

said

 as she watched contract

manufacturers

 stuffing neon-

colored

 copters, rubber bands

and

 wooden sticks into plastic

packages.

 "We didn't stop all

summer

 long."

Experts

 say the boutique

American

 toy boom won't

last

 beyond the recalls, which

started

 this summer. So far,

more

 than 21 million toys

made

 in China have been

found

 to contain excessive

levels

 of lead paint, tiny mag-

nets

 that could be swallowed

or

 other potentially serious

problems.
Retailers

 such as FAO

Schwartz

 and Toys R Us down-

play

 the recalls, saying they

aren't

 likely to dent holiday

sales

 or significantly change

their

 orders. About 80 percent

Please

 see TOYS^ Page B4
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CHANGES

Cretney Groshek

Koplin Boudreau

Loichinger

 Strickland

Gapen Zimmerman

Steve

 Cretney has joined Total

Administrative

 Services Coip.,

a

 provider of employee benefit

programs

 for family farmers and

small-business

 owners at 2302

International

 Lane. He is vice

president

 of business technology

services.
Scott

 Groshek has joined

Schenck

 AccuRate, Whitewater,

a

 manufacturer and supplier of

feeders

 and meters. He is project

manager

 of operations.

Randy

 Koplin has joined De-

sign

 Concepts, a product devel-

opment

 firm at 5301 Buttonwood

Chive,

 as a mechanical engineer

and

 project manager. Cory Bou-

dreau

 has joined as a senior

industrial

 designer and project

manager.

BOARD

 APPOINTMENTS

Dan

 Loichinger, managing

adviser

 of the Covenant Group,

Middleton,

 has been named to

the

 advisory board of the Salva-

tion

 Army of Dane County.

David

 Crass, managing part-

ner

 at Michael Best & Friedrich

and

 chairman of the firm's agri-

business,

 food processing and

distribution

 practice group, has

been

 selected to serve a four-year

term

 on the UW-Madison Col-

lege

 of Agricultural and Life Sci-

ences'

 Board ofVisitors.

Richard

 Busch, president of

Royal

 Bank in Gays Mills, was

elected

 chairman of the Com-

munity

 Bankers of Wisconsin.

Stephen

 Eager  of Union Bank &

Trust

 Co. in EvansvHle was named

chairman-elect
Darren

 KIttleson, of Keller Wil-

liams

 Realty, was named vice pres-

ident

 of the Wisconsin Realtors

Association's

 board of directors,

Bart

 A. Straka of TRICOR, an

insurance

 company in Lancaster,

was

 elected to a three-year term

and

 named treasurer of the Pro-

fessional

 Insurance Agents of

Wisconsin's

 board of directors.

Dennis

 R. Rupers of Don-Rick In-

surance

 in Portage was elected to

a

 three-year term on the board.

AWARDS

 & HONORS

Carol

 M Gapen, co-founder

of

 the Law Center for Children

and

 Famillies, a law firm at 450

S.

 Yellowstone Drive, has been

named

 a 2007 Angel in Adoption,

a

 national award from the Con-

gressional

 Coalition on Adoption

Institute.
Suanne

 Zimmerman, director

of

 operations for Harbor House

Assisted

 living, Middleton, has

been

 named Administrator of the

Year

 by the Wisconsin Represen-

tatives

 of Activity Professionals.

KariCtetby,preadentandfound-
er

 of Southport Bank, was named

the

 2007 Community Banker of the

Year

 by the Community Bankers

of

 Wisconsin, a trade association

based

 in Madison.

Larr y

 Man!, of the mainte-

nance

 department at Karmenta

Center,

 a nursing and rehabilita-

tion

 center at 4502 Milwaukee St,

received

 the center's Shining Star

Award

 ,

ANNOUNCEMENTS

Mary

 Strickland, vice presi-

dent

 of wealth management at

Smith

 Barney, 33 E. Main St, has

received

 the Certified Financial

Planner

 certification.

Compiled

 by Brittany Schoepp.

Please

 submit Changes items to

wsjmoney@madison.com.

Season
Continued

 from Page B1

such

 as plaid handkerchiefs and

wooden

 train whistles.

A

 segment about Duluth

Trading

 on the syndicated TV

show

 "House Smarts/' sched-

uled

 to run in November, could

be

 an even bigger boost to sales,

Klawitter

 said.

'The

 bare minimum'

From

 a nationwide perspec-

tive,

 Duluth Trading's big hiring

jump

 is well outside the norm.

Challenger,

 Gray & Christmas

says

 holiday hiring could dip

to

 its lowest level since 2001.

The

 Chicago outplacement

consultant

 firm says a sudden

surge

 in job cuts resulting from

the

 housing slump; massive,

expensive

 toy recalls; and

increased

 concerns about a

recession

 are expected to hold

down

 holiday shopping. The

firm

 says employers are likely

to

 add "the bare minimum'' to

their

 payrolls.

Manpowers

 quarterly em-

ployment

 survey also reflects a

cautious

 approach, with only

27

 percent of employers saying

they

 plan to add to their work

force

 between October and

December.
The

 National Retail Federa-

tion

 is predicting a 4 percent

rise

 in sales for the holiday

season,

 compared to last year's

—the

 smallest increase since

2002.
"Retailers

 are in for a some-

what

 challenging holiday sea-

son

 as consumers are faced with

numerous

 economic obstacles,"

the

 federation's chief economist,

Rosalind

 Wells, said, in a news

release.

 "With the weak hous-

ing

 market and current credit

crunch,

 consumers will be

forced

 to be more prudent with

their

 holiday spending."

At

 least two major store

chains

 said, though, they'll be

hiring

 about as many seasonal

workers

 in the Madison area

as

 they did last year. Target is

adding

 60 to 70 employees per

store,

 said spokeswoman Ana

Williams,

 in Minneapolis. And

ShopKo

 in the midst of hiring

85

 holiday workers, to be spread

among

 three stores in Madison

and

 one in Monona, workforce

development

 director Cindy

Sahotsky

 said from company

headquarters

 in Green Bay.

At

 American Girl

Even

 as Duluth Trading is

bulking

 up its holiday hiring,

American

 Girl in Middleton is

adding

 fewer people.

About

 1,950 seasonal jobs

are

 being filled at the doll and

accessories

 company's three

Wisconsin

 locations, in Middle-

ton,

 DeForest and Wilmot.

That's

 a decrease of 310 from

last

 year, spokeswoman Julie

Parks

 said. But the economy is

not

 to blame.

"E-commerce

 continues

to

 grow for American Girl, so

there's

 less of a need for (tele-

phone

 order-takers) than we

have

 had in past years," Parks

said.

 She said 62 percent of the

orders

 for American Girl prod-

ucts

 so far this year have come

in

 over the Internet, up from 54

percent

 of the orders last year.

At

 the same time, seasonal

employees

 want to work longer

hours

 than they have in the

past,

 she said, and there's also

less

 turnover among seasonal

employees.

 A couple of years

ago,

 the turnover rate among

holiday

 workers was 28 percent;

now,

 it's down to about 20 per-

cent,

 Parks said.

Even

 so, American Girl

launches

 its annual search for

holiday

 helpers as early as June.

Some

 start working in August

or

 September, but most of the

shifts

 run from October through

December,

 Parks said.

'It

 is a tighter labor market than

in

 past years," she said, especially

for

 the Middleton location, which

has

 400 seasonal employees. "A

lot

 of new businesses are open-

ing,

 so it's increased competition

for

 part-time help."

Seasonal

 shifts pay $9.70 to

$11.85

 an hour in the American

Girl

 warehouse; order proces-

sors

 and customer service

people

 are paid $11 to $1220 an

hour,

 Parks said. There's also a

30

 percent employee discount

Parks

 said a new set of historic

doll

 characters and new sales out-

lets

 are expected to boost revenue

this

 holiday season for American

Girl,

 a division of Mattel Dolls

Julie

 Albright and her best friend,

Ivy

 Ling, set in the 1970s, were

recently

 introduced Meanwhile,

the

 company debuted its first

American

 Girl boutique and

bistro

 in Atlanta in August; the

next

 one is scheduled to open in

Dallas

 on Nov. 3.

A

 gift card

Lands'

 End won't say how

many

 seasonal employees it's

hiring,

 but the Dodgeville ap-

parel

 and accessories retailer is

bringing

 in about as many as

last

 year for its locations in Dod-

geville,

 Reedsburg and Stevens

Point,

 and it is a "sizable num-

ber,"

 spokeswoman Michele

Casper

 said. Their duties range

from

 taking orders to mono-

gramming

 to gift wrapping, and

training

 can run 40 to 60 hours

or

 more.

About

 40 percent come back

year

 after year. "Some have

been

 with us 15 to 20 holiday

seasons,"

 Casper said.

Lands'

 End perks may be one

reason.

 The company offers

discounts

 on merchandise from

Lands'

 End and sister company,

Sears—but

 won't disclose how

big

 of a price reduction. It also

provides

 health, dental, life and

short-term

 disability insurance

coverage

 for seasonal workers.

Returning

 hires get a $50 gift

card,

 Casper said.

Lands'

 End now has 200

"stores-within-a-store"

 at Sears

locations

 and that's expected to

boost

 sales, Casper said. New

this

 season is an outerwear as-

sortment

 with varying ranges of

warmth,

 she said.

But

 if you think the Christmas

merchandise

 has been hitting

the

 stores and online retail-

ers

 earlier than usual, it's just

your

 imagination, said Tiffany

Bernhardt,

 marketing director

for

 West Towne MalL

With

 last weekend's tempera-

tures

 in the 80s seeming more

like

 a prelude to summer than

winter,

 "the warm weather is

what

 really throws people," she

said.

Hamiltons
Continued

 from Page B1

Dan;

 Dentistry is very stressful

and

 I was feeling the stress and

I

 kept thinking I wanted to do

something

 different One of the

things

 I enjoyed doing as a stress

reliever

 was going out hiking and

watching

 birds and enjoying na-

ture.

 A Wild Birds Unlimited store

had

 opened up not too far from

where

 we lived and I kept think-

ing

 that maybe we should do this.

It

 was hard to leave because it was

a

 lot of years invested in (den-

tistry)

 training and education. I

just

 didn't want to live under that

stress

 the rest of my Ufa

Margie:

 Besides that, he has

that

 entrepreneurial spirit. Dan's

always

 thinking about what

would

 people really want And

as

 people would come into the

store,

 they would ask for various

things

 and the wheels were

turning

 inside his head.

Q:

 Vortex is one of the few

family-owned

 optic companies

in

 the world. Your  two sons and

a

 daughter-in-law hold key po-

sitions

 in the company. What

does

 it mean to have your  fam-

ily

 Involved in the business?

Dan:

 It's potentially scary. You

want

 to make sure we all get

along.

 It's nice, actually. (Sam

Hamilton)

 designed that Viper,

so

 he is our computer, graphic

arts

 and engineer person. He's

designed

 most of our products

in

 terms of the specifications

and

 the look and the feel of

them.

 (Joe Hamilton) is our

sales

 manager for Vortex/so

they

 kind of fit  into key roles for

us

 and they do a good job for us.

Margie:

 The whole place is

like

 a big family A lot of our

employees

 have been with us

for

 a very long time.

Q:

 Running a business is

difficul t

 but having the family

involved

 can present challenges.

How

 do you avoid issues spilling

over

 Into Sunday dinner?

Margie:

 Our sons seem to

have

 very different interests.

We

 do spend a lot of time at

dinner

 discussing business. In

fact,

 we have to kind of cut that

off

 at times because otherwise

you

 could live it and breathe it

every

 moment of the day. I think

because

 everybody kind of has

their

 own littl e division of labor,

so

 to speak, I think that really

helps

 in cutting down on the

conflicts.

 It will be interest-

ing

 if David (who is in the Air

Force)

 comes back because

he

 and Sam are very similar in

the

 way they look at things.

HOLIDA Y

 PARTIES

Schedule

 your holiday party

at

 Vitense Golfland. Beautiful

event

 rooms & dining area

available

 with fireplace

&

 expansive views!

 Comprehensive catering menu

from

 our Green Tree Grill

 Beer, wine & frozen drink options

 Wide variety of fun group activities

for

 all ages Including Indoor

miniature

 golf

VITENSE
GOLFLAND
Book

 now to Save Your Date

WEST

 BELTLINE & WHITNEY WAY  2 7 1 - 1 4 1 1 * VITENSE.COM

A

 DELTA DENTAL

Smile

 at the savings .

Make

 the right choice for dental insurance.

The

 biggest dental networks. Unmatched customer

service

 and subscriber satisfaction. A full range of

plan

 designs and funding options. It's no wonder that

companies

 that choose Delta Dental stay with Delta

Dental

 We've earned the confidence of groups and

subscribers

 by delivering the best overall value in dental

benefits.

 When it comes to dental plans, the right choice

is

 an easy one — Delta Dental of Wisconsin.

800.236.37i3 www.deltadentalwi.com

Q:

 How have your  optics

evolved?
Dan:

 When we started\fortex,

it

 was originally for the outdoor

market

 for backpackers and hikers

and

 camping and things like that,

so

 we had these real small, really

tough

 waterproof binoculars.

And

 Ragle Optics has really been

marketed

 towards bird watchers.

So

 we had a strong push toward

the

 bird-watching market and we

didn't

 have anything for the hunt-

ing

 market A couple of my boys

are

 really interested in hunting,

and

 there's some other (employ-

ees)

 who are hunters. So, we took

that

 Vortex brand, which really

was

 just a few binoculars, and we

decided

 to develop products that

hunters

 would like.

Q:

 You're developing a new

line

 of rifl e scopes for  hunt-

ing,

 target and tactical uses.

Because

 of the competition in

that

 market, was It a hard deci-

sion

 to begin designing your

own

 scopes?

Dare

 We knew it was going to

be

 challenging, but we realty felt

like

 we had a lot to offer our deal-

ers

 and customers. We know a lot

about

 optics and we've designed

some

 unique products and

features.

 We're a famiry-owned

company,

 so if anybody has any

problems

 with anything, the buck

stops

 right here in Middleton,

Wisconsin.

 We do all of our own

repairs.

 We put an unconditional

wananty

 on all of our products

and

 we're right here in the heart-

land

 of hunting. We know that it's

not

 easy to gain a foothold in that

market,

 but we're committed to

the

 long hauL

QrWhat

 makes your  com-

pany

 stand out?

Dan:

 There's three important

things

 we try to do: First we

try

 to make sure the customer

gets

 a good or better value than

anything

 on the market, and we

know

 the market really welL We

also

 want to make sure the dealer

makes

 money selling our prod-

ucts.

 That they get a meaningful

profit

 margin. And three, we

want

 to make sure the customer

and

 the dealer get the service

and

 support We don't allow any

discounting

 on our product We

don't

 sell to discount retailers. We

dorit

 think our products need to

be

 discounted It creates a sense

of

 value and worth to the brand

Q;

 Your  binoculars and other

optics

 can cost several hundred

dollars.

 How strong is the mar-

ket

 for a pair  of $600 binoculars,

lik e

 the Vortex Viper  10x42 mm?

Dan:

 Years ago, it used to be

that

 there wasn't a lot of difference

between

 {the price of a low-end

and

 high-end pair of binoculars).

So,

 people would either buy

low

 or they would go and buy a

$1,000

 pair. But now those same

products

 that were $1,000 are

now

 $2,000, so there's a big area in

the

 middle and that's where the

Vortex

 brand fits. It's a step up for

people.

 They see it's something

good

 to invest in. It's right in the

middle

 and that's where we target

it

 for. We could see that gap and

it's

 been very well-received

Margie:

 People want features,

they

 want value, they want reli-

ability,

 but they're not neces-

sarily

 willing to mortgage their

house

 to get i t That's where our

company

 excels because we do

have

 very good products and

very

 good warranties and (our

products

 are) attainable.

- ; :

 >*i-\i%*  .-

f.You

 have the <?

f

 vision, the drive, the

^business

 acumen

Starion

 delivers the financing

Are

 you expanding, exploring or just changing in your business financial needs?

We'll

 help you find the right tools to leverage your success. We're a community

bank

 known for our know-thy-customer service, with access to decision-makers,

community

 focus and flexibility in meeting your financing and deposit needs.

We

 offer sophisticated cash management, remote deposit

of

 business checks and other e-banking services.

Learn

 more. Contact us for a copy

of

 our new 2007 Community Report.

725

 Heartland Trail, Madison, Wl 53717

(608)

 829-3050 www.starionfinancial.com

Starion

 Financial
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